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: Genel all-sound policy wherever it has been tried. 
jatres operating all-sound shows. 
| Katz. “The public in every city 
| has welcomed the change so en- 
thusiastically that there is nothing 
else for us to do. That the policy 
“Where theatre managers and 
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was launched in improvement, showing that the 
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RONALD COLMAN in 
“BULLDOG DRUMMOND” 


Speculators were getting $4.40 
per ticket opening week. 


“ALIBI” 

Publix Opinion teld you 
about this one last issue. It’s 
made two new talkie-stars: = 
Chester Merris and Regis = 
Toomey. 
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sensation, superbly cast, with 
more drama and more enter- 
tainment than the stage could 
give. “Shorts” of Helen Mor- 
gan, Ziegfeld, and others pre- 
cede the dramatic story. 


“INNOCENTS OF PARIS” 

Rocking the $2.50 Criterion 
theatre with gales of approval 
im its third week. 
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Ss an owner in NEW SOUND THEATRE 
ck Elroy 

¥ ¥ Mc d y» W. J. Lytle, who is associated|z 
a forme to} with Publix in — Antonio, is ane 
jing to build a million and a half} 
lyfe theatres} fiat sound theatre. This theatre} 
territory for! will og no egal yy ant or stage} 
aa ni jand the walls will especially | 
7 Rave not a8} constructed for sound purposes, | 
J] - imaking it possible for every bit of! 


Tell your patrons you've got 
these BIG ONES coming!! Ad- = 
vance trailers, posters, and 
newspaper publicity started & 
now will tease the interest in- 3 
to hot box-office flame by the. = 
time your play date comes. 
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this in your 


attractions you’ll soon get. 
ot es They’ve been screened at the 
Fitzgibbons, Botsford, and Straight all-sound shows in every Publix theatre except 
others. The’verdict of ‘‘box- those now playing the stage-band units, will be the policy 
got unanimous praise from 3 i | y if fs 
newspaper reviewers, too. |Mr. Katz to PUBLIX OPINION 
ilast week does not come as a sur- 
|prise to those in the home office 
, ; iwho have examined the weekly 
show as against the policy of pic- 
| tures and mediocre vaudeville, is 
new plan is more profitable, and at 
In this issue of PUBLIX/} the same time the public is better 
executed by|a real appreciation of tha new era 
Great States-|im show business, and have seized 
“Blue Ribbon! office have been greatly improved. 
M onth” which! Eve= where this has not been done 
Katz’s recent} tertainment, 
istatement in| .~ We are taking out the unit 
new era of en-|and Cedar Rapids on May 18. 
Ttertainment is With Birmingham and Atlanta al- 
campaign, plan-| present 100-per cent film shows.” 
ned by Jules Ru-| 
aii dhe headquarters i n 
Chicago, was) 


om 
Chatkin, Schneider, Feld, e 
tures which alre 
, en Rey Oban | This announcement 
“The success of the all-sound 
is ideal is seen in the fact that the 
are devoted to the campaign | advertising managers have shown 
Illinois for their} astically, the results at the box 
response to Mr-! public prefers this new form of en- 
ION that the) the vaudeville policy in Waterico 
States - Publix-| ing the .stage-unit shows, will 
Great States 


Discussing probable future} 
developments, Mr, Katz recent- | 
ly declared to his Home Office; 
Executive Cabinet that ingenu-| 
ity, resourcefulness, and energy} 
will now be found to count! 
more for the individual, than 
at any other time in the _§his-| 
tory of show business. ‘“The| 
old book of show business is} 


home, closed his eyes, and’ con- 
centrated for hours, for he 
turned out a beautiful and ef- 
fective story for the ads and 
trailers used to sell the new 
all-sound policy.” 
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“Sell a tremendous show in- 
stead ‘of just a picture. Show 
all the values you have to offer. 


co-operation and enthusiasm of 
every theatre manager in the, 
chain, aided by his staff. The! 
box - office results during the) 
first two weeks are tremen-) 
dous, but, according to Mr. 
Katz, the most valuable result) 
is that the entire ‘state of Il-| 


iby A.. J. Balaban, 
|Stage Production Department for 


Discussing the importance of 
managerial showmanship, display- 
ed in the presentation and plan- 
ning of programs, Mr. Katz at a 
recent meeting with his Executive 
Cabinet told of the methods used 
head of the 


Balaban & Katz-Publix since the 
inception of that firm. 
“Abe Balaban is unquestionably, 


closed. A new one is open. 
Your knowledge of the past will 
help you read the new book— 
but the new story is vastly more 
interesting, and different.” 
Salad 

“In this business, you deal mostly | 
in averages. Squeese just a little 
harder and get just a itttle more 
out of your average possibilites, 
and then your sure-fire mortgage- 
lifters will mean mote to you at 
the end of each fiscal year.. Pind 
something in the average show that | 
lifts it up and makes tt just @ bit 
more attractive and saleable to the 


public.” 
sien HP he 


“y read some copy that Eddie 
Hitchcock in Seattle wrote for 
his theatre, He must have gone 
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NEW NON-SYN 
RELEASES 
SURE-FIRE! 


Many sure-fire popular num-} 


bers, vocally and instrumentally 
rendered by carefully selected art-| 
ists, accompanied by attractive} 
specially tinted slides, are includ-} 
ed in the schedule of non - sync} 
novelties released for the month] 
of May by Boris Morros, General 
Musie Director for Publix 
tres. . 

The complete schedule is as 
follows: 

WEEK OF APRIL 29th 
Non-Syne Special Presentation for 


Mothers Day: “OLD FASHIONED 
LAD Y” —. (with Special Tinted] 


Slides)—-An appropriate number for} 
Mothers Day — Sung by Tommy 
Weir. Approximate Time: 3 Min, 
20 Sec. Cost of Slides and Record: 
$0.45. 

Non-Syne Organ Novelty:—“PRE- | 
CIOUS LITTLE THING CALLED] 
LOVE”—(with spe tinted Slides) } 
Played by Jesse Crawford. Ap- 
proximate Time: 3 Min. 15 See. Cost 
of Slides and Record: $0.45. 

Nen-Syne WVoea! Novelty:—“LOV- 


Thea-|} 


ER COME BACK TO ME" — (with 
Speci Tinted -—Sung by 

nate Time: 3 
Slides and 


Record: $0.45. : 
WEEK OF MAY 6th 

Operatic Presentation: 
from “TALES 
FMAN”’—(with Special il- 


lustrated slides)—Sung by Bori and} 
Tibbet Approximate Time: 3 Min.} 
30 Sec Apprex. Cost for Slides and 
Record: $5.00. 

Non-Syne Vocal Novelty:—'‘ DEEP 


NIGH ?T’- (with Special Tinted | 
Slides)——-Sung.by Ruth Etting. Ap-| 
prox. Time: 3 Min. 15 See. Cost of! 
Slides and. Record: $0.45. 
Non-Syne Vocal Novelty:—“YOU-| 
"RE JUST A MEMORY'’—(with Spe- 
cial Tin Slides) Approximate | 
Time: Min. 20 See. Cost of Slides 
Record: $0.45, 
WEEK OF MAY 13th 
Non-Syne Orchestral Presentation: 
— “TO A WILD ROSE”-—By Edward 
Mac Dowell—(with Spe i 
ed. slides). Approxim 
i See Approx. 
$4.00. 
Organ 
LAWFORD 


ted 


and Record: 
Non - Syne 
JESSE 


Novelty: — A 
RECORD 
‘ 


(with Tinted Slides)—Num- 
ber dk release date of Rec- 
ord. Time 3 Min. 20 
s and Record: $9.45 
Vocal Novwelty:— 
: OF ALL MY} 
4 r Rudy Valles 
tinted sl $)- Ap 
: 3 Min. 25 See. Cost 


. Record: $0.45. 
WEEK OF MAY 20th 
Non-Syne Decoration Day Special: 


AN APPROPRIATE PRESENTA- 
TION FOR DECORATION DAY — 
(with illustrated Slides). Approx. 


5 Mi Approx. Cost of Slides 


Tin 
and Record: $4.00. 

Non-Syne Vocal Novelty:—"“GLAD 
RAG DOLL’—Sung by Ruth Etting 


—(with 1 Tinted Slides). Ap- 


{ 


3 Min. 20 Sec. Cos 
Record: $0.45 
Voeeal Novelty:—'S 
Y"—(with Special 7 
-Approximate Time 


Cost of Slides 
rd $0.45. 

WEEK OF MAY 27th 
tyne Orchestral Presentati 
MUSICALE”-—(with 
r Slides)—By 
Philadelphia 

€ Approx. Time: 
$0 Sec Approx. Cost of Slides 
L Record 
Non-Syne Organ Novelty: 


A JESSE 
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EXPLOITING NEWS FOR THEATR 
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Madeline Woods, clever director of publicity for Publix-Great States. Theatres, 
day to the job of selling tickets for her theatres, 
on the recent prosecution of Texas Guinan, made a photostat of them and une | 
bearing the legend: “The Most Talked of Woman in the World—Hear Her and See Her in The Queen of the 
Night Clubs!’” A card was provided for each house playing that picture and it helped const 


gross for that house when the picture was shown, 


Managers desiring a print of this photostat in one sheet size may obtain it by writing 


802, Paramount Bldg., New York. 


Miss Woods gathered together all the clippings she could get 


PROFITS! 
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mounted the prints on cards 
derably to boost the 
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CRAWFORD RECORD—(with Spe- vente in ‘ “ay New Youk 
e ited Slides)—-Number depends | 9i* 
oO of Record. Approximate : CLOSE HARMONY Paramount b 
Min. 10 Sec. Cost of Slides | Publix the 
ba IR REE. MUSIC NOTES BREAKS. RECORD [fio Sonsne a 
Non - Syne Vocal Novelt A --- AT RIALT a e aa bo 
“DANCE OF THE PAPER DOLLS” ers, an D6 
th gpecial Tinted Sli ADM Bsns BE APs VSN REIT aN Se a a , : O lable to 
proximate Time: 3 Min. 20 Cost : 2s reat sia a c m 
ops tag arg * sent a pas Also Phil Lampkin, former leader at | more recently of the home office, : LIN =o up to the enthusiastic The m +. 
Veclenee Several Theme Sougn Numa) Seattle Theatre, Seattle, open-| became musical director at .the| expectations of ali Publix and) avellatiees 
bers and Release Dates Depending |¢d at Shea’s Buffalo Theatre on' Metropolitan Theatre, Boston, be-| Paramount executives who had on certain j 
upon Bookings. Friday,,May 10th, replacing Lou} ginning Friday, May 3rd Hel Previewed the picture “Close . ae 
ae Forbes. opened his engagement with the Harmon y,” rollicking, ésparklin <,) Supervision, 
f ; a eae joverture entitled “CHANSON|T®ramount, Buddy Rogers-/0f ems 
H A TIP! | ager" Murtagh, feature organ-; RUSSE,” as presented at the Par pram t. arroll super-hit. ling d| musical 
_ = ¢ | ist at the Brooklyn - Paramount,| amount, New York. ase ‘New Yorkers three deeple 
: cht that 7 |opened as feature organist at ; along Broadws hen tl , P| so our Pub 
; Here is a thought that j Leatu organist a (eatinonceria : roadway when the picture ; ial 
3 Le is a dys Pnaretegth, Ee OP ae “ae e ae POE : ‘ ‘ o ae Din _— p : do hg 
{ ‘would make Siew. f re le py “salle deme May 3rd,/ Bob West, former feature or- me . yh: the Rialto Theatre and th yet: J 
: ‘onal naraeraph i four ¢ | replacing . g awn. | waniet ¢ M RS Sinks broke the theatre's mf@nieht ree:| ee 
z tutional paragraph in yo ir 1 | 2 arse hs ) yanist at the Denver Theatre, re ona tr nantly 06% ht ree be 
} newspaper ads, and also for ¢ | juli Daw : ra placed Henry Murtagh as feature The nearly 9250. | Bditor } 4 
+ a one-frame institutional ¢ | Ro aeret a ra eg Z Rae age at organist at the Brooklyn-Para-|,.;4.;, Sp ete high record for] special . 
¢ sereen trailer. 7 | OFeanis’ St snea® Hunao, ter mount besiasing Saturday aylun, out Shows was broken by 
: “ {| minated her engagement there on| 4th “ € Saturday, May|«rhe wolf of Wall Street.” « neni talking 
H ’ 1© mone aye“ gent + | Friday, May 3rd, and opened as'| oe it played at the Rialto recently, | maqe aae 
: in the theatre, becomes @ § | organist at the Century Theatre, | : It was thought at the ti a 
: closeup, intimate place of ¢ | Buffalo. Saturds M ath | Herbie Koch, former organist ag 3 ight ¢ he time that|such as Ti 
Fs advantageous = sight and H b. at va inccagie ” jat the Riviera Theatre, Omaha, r Porery far ye had definitely been ideas, 0 ti 
?. ‘ ility ae SD ...|has replaced Bob West ; ,| @Stadlished until “Close Harmony” | P 
FS audibility now that the +| Henry Busse, formerly musical De ve ; The gee. St the! came along and knocked t} c-| 2) BOet 
. living screen is perfected. {| director at the State Theatre,| ononed A in 26% Denver. Koeh| ord sky high. re A ; 
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: possible or musicians, ment: 4 ical : : iia nina @atunde . ===—————= 7 
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; the audience so MUCH of } | Thursday, May 2nd. His opening|,, » ca ormount —_——. 
; hemselves 1 their art y D Bion Friday, May 10th, replacin; _ to use in 
; themselves and their art. overture was “LIVING MAS- é Sethe! a placing Don Galvan opens as s : 
if Ais her re Roy Myers P as stage band| have ¢ 
. i pols el . , pin TERS.” ENN ibe, J Ure leader at the Texas Theatre San ; oF 
why the stage has moveé : — Riad ‘ or ~ t 
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KATZ SAYS IT | 


(Continued from Page 1) 


He'll talk about the 


cooling plant, or any other in- 
stitutional idea the ‘managers 
may want.’ 


™ 


pai ceil 


_ “Now, more than ever, the 
‘public can tell the makers of 
movies, what they want. 


Any 


theatre manager, with ideas of 
policy, or types of story or star, 
can forward his ideas to me 


through his 


and 


if 


practieal, 


’ them to the producers. 


district manager, 


we'll give 


The 


producers recognize the value 
our theatres have for them as a 


source of sure-fire advance in-| 


formation, and they’re eager to 
get the benefit of any informa- 


tion we can give them. 


course, any help we can be to 
the producers, is direct help to 
our own jobs and box offices.” 


“The parade of 


pM BeBe 


Publix progress, 


and progress in the industry gen- 


Of} 


operation and selling. Other 
theatres will have fine product, 
too. We, however, must main- 
tain that difference between 
other theatres and our own 
that exists between a box of 
candy that comes from Sherry’s, 
and one from the ordinary’ run 
of ‘candy stores. The candy in- 


INGENUITY IS 


SHOWMAN’S 
BIG ASSET 


(Continued from Page 1) 


share in the ownership of that 
theatre. He took nothing for. 
granted, and made every act 


gredients may be basically the|change or improve to meet the 


same, but you want the Sherry 
product because it has the most 
attractiveness. } 


“T hope all of us will dig our | 
noses into everything in this 
business, and raise a commotion 
until we automatically maintain 
that expertness and showman- 
ship that publix must have. 
‘Pretty Good’ is not good enough 
‘Perfection’ is what 
we must have for leadership and 
equitable return on the huge in- 
vestment of which our jobs 


for Publix. 


make us the custodians. 
Pacwte Di B 


high standard he had set for the 
theatre. As a result, competiion 
of higher priced acts in nearby 
theatres meant nothing to the 
Kedzie, which for years was known 
far and wide as the most success- 
‘ful vaudeville theatre in Amer. 
ica. 


“Both of these men made in- 
genuity of presentation a part of 
everything they did, and as a re- 
sult, were highly successful. The 
ingenious, resourceful mind is one 
that is constantly interested in 
creating and developing new ideas, 
and the future of our business of- 
fers bright prospects for as many 


w 
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COOL- ’EM - OFF 
TRAILER-COPY 
FOR NOW! 


Write to A. M. Botsford, 
Home Office, for a print of 
the following trailer with or 
without scenes’ indicated, 
and it will be sent you at 
cost pro-rated over a large 
number of theatres. You 
can make it as short as 144 
minutes by running only the 
type-frames, or using it all, 
which runs 8 minutes. Set 
it to music of sleighbells, 
etc., and plant it in your 
hewsreel. Run it every 
week or so. 
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COOL!! REFRESHING!! 


Relaxation With 


Recreation! ! 


.. “The refreshing effect of 
a 2-hour vacation in THIS 
theatre ling-e-r-s on for 


minds of such capabilities as we 


erally, is moving too rapidly for 
ean develop or discover.” 


careless operations of any phase of 
this business, Unless you can get 
yourself in the frame of mind that 
makes every detail important, you 
haven't a chance to keép up. 


“With talking-film now avail- 
able to nearly every theatre, 
the thing that Publix can best 
do, is to distinguish itself by 
its showmanship in program 
planning, ‘and in expertness of 


‘EXTRA! EXTRA!’ GAG STARTLED STREATOR 


The “Plumb,” “Majestic,” and “Lyric” theatres in Streator, Ill. in’ the Great States-Publix Group felt the 
urge of “BLUE RIBBON MONTH:~” One of the stunts included an over-print of the evening edition of the 
Streator Times-Press, and its distribution by special news-boys. The newspaper not only permitted the stunt, 
but actually printed it. The overprint is in red, of course. G. T. Gallagher and his staff handled the campaign. 


Your friends say it!. 
You've probably said it, 
too!! 


“There will be showmen who 
will assume the attitude: ‘Well, 
we've got our whole show in 
@ cal now, so we can sit back 
on our easy chair, and take it 
easy. THAT ATTITUDE IS 
GOING TO COST JOBS. These 
shows must be treated like they 
were personal appearances of 
the stars, in flesh and blood. If 
Shaw and Lee at $1000 per 
week came to a little town, the 


days and days!” | 
| 


manager would lie awake 
nights, figuring out schemes to 
promote the public interest to 
a point where the $1,000 would 
come back with a profit. It’s 
got to be done in the case of 
talking films, too. Everything 
is just as great a novelty as you 
yourself make it.” 


25-foot scene of 
sail-boats) 


(Insert: 


» Rochester 


penings. 


‘Bedford was 
md will only be 
and Sundays. 


We've tried to make this 
theatre your local VACA- 
TION-SPOT. For those re- 
freshing 2-hours you NEED 
EVERY week, we’ve made 
this theatre the equivalent 
of seashore — mountains — 
lakes—or country club! 


| BEE ERS TRIES SEE 2 ARAN SAY eI 
(Insert: 25-foot shot of 
mountain-tops) 


WOE. ai <a a RCSRLIa OR, 
| . Mammoth engines and 
intricate systems of con- 
trolled air-distribution, rep- 
resenting’ the genius of 
modern engineering science 
—and huge money outlay— 
make, this possible. 

The air you_ breathe 
HERE is washed, dried, 
and tempered to the health 
ful degrees prescribed by 
medical authority. 

The “Used” air is con- | 
stantly being expelled. It 
is replaced continuously by 
a fresh new and dry supply. 
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(insert 25-foot short shot 
bathing-beach) 
(use this frame Only if it fits 
your town) 


; 
THIS is the ONLY thea- | 


tre in this city that has | 
conirolled-air weather-mak- 
ing machinery te do so 
much for your health and 
| happiness! ! 


| SPEND A TWO-HOUR | 


VACATION HERE 
EVERY WEEK! 


Bring your family! Phy- | 
siclans recommend the 
healthful benefits of our 


controlled-air system. 


/ 

Relax, and Be Refreshed | 
While The Living-Screen 

Transports You To Com- | 
plete, Restful Enjoyment! 
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NOVEL NEWSPAPER TIE-UP 
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One of Manager E. E. Whitak- 
er’s best stunts in publicizing 
Richard Dix and Helen Kane in 
“Nothing But the Truth” playing 
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us smile, | up with the newspaper in the form 


tre, Spartanburg, S. C., was a tie- 
of a contest. 

The newspaper printed a two- 
column cut of Dix and Miss Kane 
asking this question, ‘““‘Why did 
they put the Washington portrait 
on postage stamps?” 
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tre where they saw “The Letter 7 00 - i D . 
The letter went on to tell some- 
thing of the picture’ and was 
signed by “Edna and Joe.” The 
two names were used so that if a) 
man or woman received the letter! 
there would be no oceasion for! 


ture idea 
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PROGRAMS STARTLE COAST 
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THREE ADVANCE SHOCKERS! 


The first one of these ads (with the cut of Emil Jannings) ran on the Wednesday before the opening. 
The Clara Bow ad followed on Thursday. The announcement ad in the center ran in the largest afternoon 
paper on the day before the opening, in the morning piper and two afternoon papers on the day of the open- 
ing and the largest Sunday circulation paper on Sunday. This ad was followed up on Monday by four 
jl pooner & attractions ads, scattered over morning and afternoon papers and getting a representation 
otal of eight days, 


MR. KATZ 
TALKING 
TRAILER 


“These Changing Times’’ 
This theatre presents to you 
@ message by Mr. Sam Katz 
President 
Publix Theatres Corporation 
‘Ladies and Gentlemen: 
I have come here to talk to 
you and tell you of a change 
in the policy of this theatre 
and some of the reasons for 
that change. These are 
changing times and there is 
no change anywhere that is 
greater than that which has 
taken place in the amuse- 
ment world. 
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“The stage 
has actually- 
moved to the 
screen. The 
great artist 
of the stage 
of yesterday 
has become 
the great ar- 
tist of the 
sereen of to- 
day and to- 
morrow. The 
great artists 


Theatre 
gmanagers 
desiring 
this trailer 
can get one 
by writing 
to A. M. 
Botsford, 
Director ef 
Advertising 
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Theatres. 
Shots trom 
any picture 
which has 
not as yet 
played your 
particular 
theatre may 
- be imcluded 
im this 


of the stage 
have left 
New York 
and are now 
in: Holly- 
wood prepar- 
ing your fu- 
ture enter- 
tainment to 
come from 
the screen. 


trailer. 


1 
s 


“The  ac- 
tual change to take place in 
this theatre is the replace- 
‘mént of presentations and 
vaudeville and units with 
entertainment from _ the 
sereen. We feel justiffed in 
taking from you the presen- 
tations of yesterday and sup- 
planting them with the new 
entertainment coming to you 
by way of the screen. 

“The stage up to this time 
has been limited as to scen- 
ery, limited to those artisis 
that would travel, limited in 
many ways. The screen has 
no. limitations and with the 
addition of the voice, be- 
comes the greatest medium 
of entertainment the world 
has seen. We have endeay- 
ored in the past to give you 
the best presentations we 
have been able to assemble, 
starting them in New York 
and routing. them ail over 
the United States, but re- 
eently we have found our- 
selves unable to secure 
artists of a calibre that 
could possibly hope to com- 
pete. with those who could 
go to the screen and enter- 
tain you from the screen. 

“For example, Jeanne 
Eagels, Ruth Chatterton, 
Nancy: Carfoll, Hal Skelly, 
Moran and Mack, and others 
too numerous to mention, 
have recently left the stage 
to join the ranks of the 
screen artists. 

(Here are inserted marvel- 
ous shots from some of the 
new season’s Paramount Pic- 
tures.) 

“We have endeavored in the 
past to. give you that kind 
of entertainment that we be- 
lieved you most desired. 
We believe, after seeing the 
development of sound pic- 
tures and seeing the tremen- 
4, dous progress that has been 
to her de made in a short time, that 
ntly. we are again going to give 
theme you that entertainment that 

have not as yet played this you want—only this time it 

these will come in. a_ greater 
They w: variety and quality.” 
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GRANADA ) 
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Overture—Victor Herbert Melodies | 
with violin solo “Kiss Me Again, |Knights in Venice—with full or- 
and Soprano on apron of stage| chestra score throughout except 
soging at finish “Sweet Mystery; in dialogue part, blue light on/ 
Of Life.” This overture stops the; house drapes and a touch of blue! 
show. 


’ |} On orchestra, foots and. lights} 
First number of “Crooning Mel-|; coming ‘up on close-in with big 
odies” by Giersdorf Sisters,—with-; hand. 
out leader, unit announcement be- | wild Party 
ing made by girl as in film, Or-| Humorous Flights—talking comedy.| Program is augmented on account 
chestral accompaniment with big; Great audience reaction. of opening of new Fox Theatfe. 
chords on finish, orchestra and! Trailers and opening of two other’ stro#g 
stage lights o@ming up. Excellent! Mr. Katz special trailer, with shots attractions. 
applause, | on coming attractions. This is | Overture—Selections from the “Des- 
Weekly—-Three| Paramount shots great entertainment and most ef-| ert Song” with sextette and two 
with orchestra score—three Fox fective in introducing policy. solo voices—singers in costume 
Movietone shots, and finished with | working from special platform at 
two Paramount shots—blue foots | a side of pit. 
owing, first border blue and| PORTLAND Giersdorf Ritene ek stibject as at 
Bins balcony floods on orchestra, | Granada... 
excepting on Fox Movietone. | Overture—Similar to Granada. Weekly 
Don George—Organ Solo “Coquette” | Yankee Doodle Boy—sound action | Organ Solo 
with violin obligato and orches- singing reel, Kn ts In Venice 
tral accompaniment, voice at or-| Weekly Wilda Party 
an singing verse and chorus at/| Knights In Venice Humorous .Flights 
nish, also using vibraphone in| Organ Solo Trailers 
pit. Posftive and negatiye slide| Color Reel with special orchestral! Mr. Katz talking. trailer. 


LUPE VELEZ TO 
MAKE VICTOR 
RECORDS 


Mr. Katz talking trailer. 
The Portland program'is handled 
in @ manner similar to thé 
Granada. 
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AT YOUR NEW YORK THEATRES 
WERK OF WEEK OF 


MAY 11 MAY 18 
THEATRE 


PARAMOUNT (New York) 
Gentlemen of the Press Gentlemen of the Press 
RIALTO 


Olose Close Harmony 
wormed RIVOLI 
«yi BROOKLYN-PARAMOUNT 
= Gentlemen of the Press Close Harmony 
ara) \) CRITERION ($2) . 
Innocents of Paris of Paris 
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as res the offer, Miss 
; = ona and papers were 
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MN “GREAT STATES” LAUNCHES HIT-P 
al | 
+2 “BLUE RIBBON MONTH” on - 
: KERS! FRONTS AND WINE 
SHO | ' 5 Mi a bee ak hi 
These home-made electric canopy displays shown on the Peoria “Palace cunop 
studded with electric lights, See how they look at night, They cost ubout $10 to ma 
shown for “Blue Ribbon Month” is the biggest store in town, The theatres guve awa 
| BLUE RIBBON MONTH, The sets were supplied free by dealers, for a publicity tieup, 
Taking time by the forelock, as suggested by Mr. Katz in) a 
PUBLIX OPINION of two issues back, Jules J. Rubens, General | 
Manager of Publix-Great States Circuit in Illinois, organized and | 
‘Great States-Publix Blue Ribbon Month” as a means 
the public into realization of the new era in entertainment. 
h the “month” is oly -—————_-—_—___—_——— 
box-office results indi- 
tremendous profit im every R A D I 0) 
tre, as; well as the valuable 
} kening of the public to the} : 
; a | A 
NE that the stage has moved to} : ‘ 
i the living screen. The campaign The following radio announce- 
ata ap reel EHS SR of] ments on “Great States Blue Rib- 


was modeled alomg the limes of} 


PUBLIX CELEBRATION WEEK,/| >on Month” were made from 
except that more time was had to| Prominent stations during the 


it out 

UBLIX OPINION asked Miss 
Madeline Woods, Director of 
Advertising and 
Gre -Publix to send us 
lens ’ trailer copy, news- 
[ ad copy, photos of theatre 
fronts, and descriptions of special 
and has graciously 
Elsewhere in this issue 
i some of the outstanding 
were done. Since the 


month” will not be complete un-|Great States Theatres of your 

til the mext issue of PUBLIX| town, Great States Theatres are | 
OPINION is , you may} Presenting the world’s greatest 
ARE REN aS information | Pictures, now, during Blue Ribbon 
teeta Month, 


in our next 
lp you, Miss 


your appre- 


leased with 
manner in 


the’ res ; an 
which seeing some of the world’s great- . 
a est talking pictures—among them 


ai and imme 
plan to do likewise. So take this 
issue of PUBLIX OPINION and go 
over it with a magnifying glas 
ang study it all. Lack 


; 


»ductions small, so the magni- 
fying glass suggestion is made in 
all seriousness. 
Ads re carried 
wspape arth ¢ 


repro 


n downstate Illinois, 


7 non a _ 
no great States thea-| the Publix Players in the Palace "Reernaey “It c —-= 
tres icazo theatre, Peoria. That excellent pombe oven at x —F ok —— 
maciseobetnas \group of players is offering the = 


TOERPE STARTS 


Dugan,” from now until Saturday, Re kd 
PUBLICITY GALE inclusive, aos" 


IN GALESBURG 


uD .W ig brated in Great States theatres, ; 
Blue DDO which cover the state. The big- 
Ser dined Baan gest talking pictures, released by oes 
Ri ith the leading film producers are now An. | lo Grant faetes 
Bi n g being heard and seen in Great - 
oe “6 States theatres in Aurora, Alton, ) — 
" Bloomington, Blue Island, Ghicago 
Som f th up fected | Heights, Decatur Elgin, Joliet, 
bs ae opt the oo Galesburg, Harvey, Kankakee, La- 
ie i sr casting | Salle, Ottawa, Peoria, Quincy, 
in add n, he held a| Rockford Streator, Spring Valley| / ie eleeiis 
d n mati for children | and Waukegan. “ADY 
d . with. 3 snes ene» ; mashes . OF TRF 
, ; ba js, to ad-| PAVEMENTS” 
, " h rpg + ugh r 
five other paid « laltaieinaty ’ rs BABY CONTEST “watsan a 


PNP 


“TIE-EM-UP!" 


Publicity for} 


week of April 25th’ to May 4th. 
Thurs., Apr, 25th, Fri., Apr, 26th 
and Sat., Apr. 27th: 
If you live in Alton, Aurora, 


Bloomington, Blue Island, Chicago 


| Heights, Decatur, Elgin, Joliet, 
Galesburg, Harvey, Kankakee, La- 
Salle, Ottawa, Peoria, Quincy, 
Rockford, Streator, Spring Vailey 
or Waukegan—you will be inter- 
ested in Great States Blue Ribbon 
/month, now being celebrated in 


Mon. and Tues., Apr. 29 and 80th: 

It is Blue Ribbon Month in 
Great States theatres, which cover 
[ilinols, Patrons are hearing and 


Texas Guinan in “Queen of the! 


Night Climbs,” “In OH Arizona,”’ 
“The Wolf of Wall Street,” “Close 
Harmony,” “The Barker,” “The 
Bellamy Trial’ and other sensa- 
tional screen productions as well 
AS great, stage shows, 


Wed. and Thurs., May 1 and 2: 
One of the big attractions dur- 
ing Great States Blue Ribbon 
month, which is being celebrated 
in all Great States theatres, which 
cover Illinois, is the presentation 
of unusually fine stage plays by 


big stage hit, "The Trial of Mary! 


Fri. and Sat., May 3 and 4: 
All I}linois is talking about Blue 
Ribbon Month which is being cele- 


BOX OFFICE 
WINNER 


mcnanpncmnishegetinatatty 
PAIR ef fen PSE ES Inasmuch as the Bloomington. 
Ill. ‘Pantagraph’ had already 


These firms get you free prizes, 
free windows, free newspaper 
uds—without passes! 


Atwater Kent Radio 

Majestic Radio Corp. 

Hellman Products Co., (Blue 
Ribbon Salad Dressing 

Hydrox Ice Cream 

Zenith Radio Corp. 

Elgin National Watch 

Piggly-Wiggly Stores 

Brunswick-Collendar-Balke 

QRS Camera Projector Co, 

Black Crow Candy 

: Baby Ruth Candy Co, 

> Williamson Candy Co. 

=: Screen Book Magazine 

= All Music Stores 

>: All Phonograph Stores 

> All Radio Stores 


: . 
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:| decided to ask them if they ob 
;| jected to our making motion pic- 


started a Baby Contest or “‘Retter 
Babies Conference”’ as they term 
it, for circulation promoters and 
had given it a big play, Manager 
Don Hoobler of the Irwin theatre, | 


tures of the winners. 

The idea was agreeable, and 
they agreed to mention the fact in 
their news articles. 

‘Inasmuch as they are not in a 
position to give the prize winning 
babies any showing to the public 
in general, we had a good thing 
in having the pictures in our 
newsreel,’’ said Mr, Hoobler. 

“They have the tremendous 
support of the Home Bureau and 
the McLean County Medical So- 
clety and we are getting plenty of 
good will.from it.’’ 


NEWS-PUBLICITY IN PEORIA GOT ’EM! 


City Manager Henry Stickelmaier, of Peoria, for Great States Publix, had everybody a 
of the city to help him. The newspapers were generous with news storiés of every se 
for “Blue Ribbon Month,” and the ads were intelligently handled, too. 


OF GREAT sty Ine — = 
MPRA 5 = 


A STAFF 
“GOIN GETTING 
YOU'LL NEED'EM 


Campaign created by 
Rubens and Arthur Mayer before it 
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Everybody 
Works! 


DON’T FORGET THAT, 
IN EXPLOITING THE BIG 
PICTURES IN YOUR LEAD- 
ING THEATRES, YOU 
SHOULD GIVE SOME AT- 
TENTION TO THE OTHER 
PICTURES IN THE SMALL- 
ER HOUSES. Let the mem- 
bers of your staff see what 
they can do in putting over 
pictures and other attrac- 
tions in the “B” and ‘‘C”’ 
houses. Let them try their 
hand at making some canopy 
cutouts and doing some 
other plugging for the silent 
pictures. 

SUGGEST THAT YOU 
CALL A MEETING OF ALL 
THE MEMBERS OF YOUR 
STAFF INCLUDING YOUR 
ORGANISTS, OPERATORS 
AND EVERYBODY ELSE 
CONNECTED. WITH THE 
THEATRE — AND ASK 
THEM ALL TO COOPER- 
ATE IN EVERYWAY TO 
PUT OVER BLUE RIBBON 
MONTH. Assign each some 
special task to do to put over 
this campaign and ask them 
all for suggestions. Get them 
all enthusiastic and they 
should prove a big help to 
you. 

Let us start off with a 
bang and keep banging 
on one big special 
every three or four = 


eannnener Mapernan es rer rr ts 
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stunt 


pocuommennnetnn ett? 


STUDY THESE! 


As PUBLIX OPINION has often told you, it take: 
Ronan, of Decatur, IIL, knows it, and he DID A LOT for his Blue Ribb on campaign. 


point of vantage in town. 


AE precedente emaehed | 
taunmen! for every perkon wh 
tnchede hem on poe semurnype 


RIBBON 
MONTH 


APRILIS 
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Continewes Toduy—2 to tt Bt 


MADGE BELLAMY 
a) meee Tee mene er ea Naan ee See ee ee The Feet Sertwn ne 


<THE HOMEYMOGK™ WITH POLLY HORAN AND A GREAT 
COMEDY CAST 
Lomein n 


MONDAY 


= ae cee at 
me 


end many ochert 


Miss Madeline | 


These Atrio Start the Ball Rolling! 


peor te be teien too gert- 
fut took wal for Pmumey 


RONAN EXCITED DECATUR! 


/. Thomas i. Ron. Ronan, city manager jor D Decatur, made made BLUE RIB- 


BON MONTH a big 


shown on the tree; 


event. 


Summer-time “ 
unique auto-badge; a smashing theatre “front,” 


‘snowbirds” like the one 


and last but not least, a banner on top of the 100%-located “Transfer” 


were a few of ‘his hot-shots. 


RADIO ORGAN-HOUR |MERCHANTS WANT. 


SOLD THE CAMPAIGN 


Quincy has a yee hour every | 
day through a local station, the! 
concert being presented through | 
the Orpheum theatre organist. 

He worked out a stunt for Blue 
Ribbon Month which you ean put 
on with your organist. This was 
called a Blue Ribbon program, and 
he featured such songs as, 

“Blue Heaven,” “Two 


“Blue Skies,’ ‘Blue 
Sally,” “St. Louis Blues, 

Suggest this 
and let him work on it. 
have a few special slides made up 
in connection with Blue Ribbon 
Month and then go into these num- 
bers as a feature of the program. 


etc.”’ 


to your organist | 
He can) 


CHANCE TO HELP 
YOU PACK "EM: 


not cost | 
Enclosures 

attractions is 
good thing for them to do for you. 
They sheuld be light in weight so) 
hat they will not involve extra| 
postage for merchants 


the 


necessary you could send one or} 


two of your ushers to help insert 
these folders in 


velopes. 


| ties. 


} Des : j . ...pthree or 
Anything that het Brines pepple in-| 


| to town is good for the merchants. 
| They are willing to offer coopera-| 
ition to you, since it will 
|them anything. 

| heralds on coming 
Little | 
Girls in Blue,” “Hello Blue Bird,” | 
Eyed | 


of | 


a 
i 


and if 


RADIO RAFFEL 
‘GOT CROWDS 
IN JOLIET 


Arrangements were made with 
ATWATER-KENT to give at least 
one -electrie radio for each 
| town, to be given away as a fea- 
|; ture of BLUE RIBBON MONTH. 
The radio is to be given away in 
| the BEST theatre in each city. A 
| representative will call on you, to 
| Make arrangements. 


The A-K people will eall this 

; model we will -raffle the BLUE 

| RIBBON RADIO. They are hand- 

ling the printing of tickets for the 

raffle and will distribute them 

through their dealers, and possibly 

| thru other leading stores your 
| town 


This 


all 


in 


arrangement is made so 


| that you do not have to give out 


| tickets at 
| be busy 


the theatre, as you will 
enough with other activi- 
The A-K people are also pro- 
Viding a trailer. Neither the tick- 


| ets nor trailer will cost anything— 
| there is no 
/ In 
| or 


expense, 
towns where we 
two theatres, we will raffle the 
radio in about 3 weeks, because 
| the winner has to be in the theatre 
at the time of the raffle and if we 
lwait too long there will be so many 
| tickets out that we cannot seat the 
|}erowds. In towns where we have 
more theatres, we will 
stage the raffle at the end of the 
month—having the rule that the 
holder of the lucky number must 
ibe in one of the Great States 
houses at the time of the raffle. 


on your part. 
have but one 


Mention should be made in ads 
from time to time, of the coming 
| raffle. Put the radio in the lobby, 
with appropriate card. Hook 
| it up so it can be used to entertain 


| the waiting line. 


; 


an 


the direct mail en- | 


THEY ROCKED DECATUR 


EN eter wares 


Cnet te Frath-s ge > 


eta. 


Berl 
/ |APaIL is 


bicmaatiete Noles 


With Erseet 


| | “DESERT NIGHTS" 


peter BO a 


| JOHN GILBERT | 


TOBAY 
IN “FUGIS-TES” 


eee wom 


“Fiat” Ge tre 


Follow the throngs fo the Theatres This Month 


s a lot of different successfully “consummated ideas to make an effective campaign. 
His campaign s—h—-o—u—t—e— 


Manag rer 


d from the top of every 


— 


Paty 
¥e ta 
' as 

hare? 


2) Bh Ribbon 


Attractions 
| h Every Theatre! 


ane! 


reams 2 


muaaaiaes. 


—— 


a eee 


IDEAS 


(Continued from page 7) 


theme songs’ by playing them over 


and over again on a victrola. 


8. Get the amateur band contest} 
under way, tying it up with CLOSE} 


TY. tion to the big programs offer-| 
yr eau ea Blue: Ribbor akerc! Blue Ribbon Month, April 15th} in priefest form, a few of the) ed during Blue Ribbon Month, | ® 
chandise sales in stores. Tie this| © May 15th, stunts accomplished for BLUE 2. Broadcast twice daily 
up with the special double truck or These come in various sizes, | RIBBON MONTH. He has nearly | over WLS (The Prairie Farmer 
Taper Wit fondece your news-| suitable for use in all sorts of| +), same number of additional ef-| ~ a aie 
paper will handle. . ining) Station Chicago) starting 

5. Start a Blue Ribbon contest ads ,,, |forts in work for the remaining (Thursday ). This continued | ; 

for children who are interested in 2, Half-sheet hangers with) two weeks of the month. for & month, each regamwn: 
SBviation. Offer prizes for the best the same sort of imprint as the nt a b 3Iue Ribb. or @ 
airplane constructed by children. slugs to plaster up all over) in addition to the one-half ment telling about Blue »bon | that 
The best one is to be called the/ i ; sheets and hangers sent us from | Month and calling attention to 


Blue Ribbon Plane and the winner! 


is to receive a prize (silver cup or nities, j 
cash) and the Rtapdedthy ORF cd 3, Canopy hangers, endugh | 
prizes a bene od cups: tua for each theatre, with extra 
tickets, etc. You should have no; Ones to replace those that be-) 


trouble getting a good 
the schools to put this over. 
6. Get tie-ups with farm 

: Ww : 


Dogs 


up with the butcher 

uly have never t 
». Get Blue Ribbon 
vertise prize beef. 


| 


and a 


much of 


but you know 


town. It is worth 
an effort for. 


W. ©. Patterson 
District Manager. 


making 


lt in mrt ; 
have no trouble in lining them up. | ——. The paper obtains prizes from | 
Florists and dealers would also be| The Blue Ribbon Mayonnaise mega end also gives @ silver 
7" glad to cooperate with you, |People provided enough jars of ‘ 1D, while the theatre also offers 
of boost If you really stage a wedding, | salad dressing to give away at gift|* CUD Or some other prizes. 
expioiting| you will have no trouble at all in|matinees, during Blue Ribbon |. rhe babies are shown on the 
getting everything from  the| Month. screennewsreel from week to week 
So en ene license and wedding ring, to the is ff « wh participants in the contest 
: ving. \ PR - : As far as possible they were! Whére the n oe d 
; j ! ¢|¥ing-room furniture, for your| .,’ eS gralaae ah . , © Manager has a movie- 
; CONTAGIOUS! +| bridal couple. If you don’t tage] Coreen ee in the better theatres, | Camera this can be worked out 
> . "AUsSe . s s ic - Py > 4.) a > ; w 
; Atlanta, Georcia a wedding you can still work with ) nt , ro this is a high class prod-| very effectively aS & News-reel] sub- 
. April 29. 1924 the newspaper on a bridal edition | U“* 8nd it is not out of place to | ject, but where there is no movie | 
April 29, 929 Asia! a “ ; ri |make gifts of this kind to w en | Camer Me , 
? | With all the shops, hourshold fur- D women era, still pictures can be ' 
TO ALL MANAGERS: a ‘he shops, hourehold fur | patrons at the matine a ines oS ae Scan be used 
: J Alis MANAGERS:— | | nishing concerns, realtors, auto} ?* - a ame matir ee. The little On the screen, This is advertised 
4 On page 8 of Publix | dealers, jewelers and: other ‘an. jars oO mayonnaise are put up in in the hewspaper, so that mothers 
$ Opinion, Week of April 27th. | operating. por rg! style—that is the jar is} Will be attracted to the theatre to| 
| . - * ox TY or 14 ko ; aI r | 
zg there isa reproduction of an In Baby contests, June Weddinc| - ae J shaker and can be kept and | see what babies are on the screen 
$ ad published by the St. Paul ; celebration, stv , 4 ine hice zg used as such. There may be some/ at each change of show ee 
; Daily’ Mews headed “Let's +|°° eeretuion, Style shows, and so! jars of sandwich-spread sent you The Ans ; - 
; re he 7 oe Hho ve at $ | On, just call on your newspaper | along with the mayonnaise and t t} af 4 nals are conducted in the! 
: "7 belie vi tt at if you try i pwee ya them to plug it for the/ may be possible for you to gi sleuaeat een a ee babies om =e 
: elleve ths . 4 | &xtra advertising they will get out levaee o. Me Manage : | awe. 
ey er oes : ‘ ; > SHS) utlevery woman a jar each. hk i 
you can g t one of the pap : of it and leave it to your mer- an OF onan _ Rockford Is obtaining baby car-| 
. re in , grasa goa and ? | chants to work out most of the} Ss elaceaelnisinis rages, clothing, childrens furni-| 
; Atlanta to carry this same ? | deal, and while yc : ture, toyg and othe i 
ray Se ie » | Gea, and while you can act in an| 66 ” » YF and other prizes for the | 
; ad. W econ b eget sgpcir +} | advisory capacity. [f you sell the E V A N G E # J N E contest, 
¢ ous spenders with the pub- paper on it in ti ‘ The newspape 
p ous | 1ers ; r ¢ | in the right way, the| ‘© hewspaper does the work. | 
| Seatione te both eles, ta | | Baber on fi department "ot the] PREMIERE ON [and the srsnabet 00s the work, | 
think t yy nigh Fe - 941] ail y : ; pense y 2 - ie 
Prougg en, they aw ht re will p | daily should be able to handle | JUNE 8 pense, while the attraction is | 
Daath Datie tea ee ON OE) Aa Ana ao ge ae yours, 
he é fact agra ld } | reap the harvest. : The world’s premiere of Dolores | —— . 
He tact that they would j Del Rio in “Evangeli 
fy / sehen hii dg 4 eline, will be . Brice | 
have to mention our com- $| alas ab net % a BORENSTEIN TO ‘cme | 
petitor’s theatres would in $| P@?amount-Christie Comedies held at the Publix-Saenger Thea- M TO BROCKTON i 
re) Cheatreg.s ald n ; Ralensed by. Paramount during | tte New Orleans on June Sth. Mr. Joseph Borenstein, former |} 
rr the gg yer pe frei |April and May, the Christie organ: Miss Del Rio will appear in per-| ™4nager of the Empire, New Bed-| 
ref Rta ee, ae |igation has a wide variety of sub. | 50n. ford, is assigned temporarily as 
; business in general in your | jects in its four Talking Plays of | Manager of the 


POP 9D HB-B, OO O—O-ro—w FT 1) nday 


tie-up with| 
equip-| 


so get them) 
photos of 
and so0/ 


shops. 
Win- 
lamb, 


some- 

about, | 
is very 
the 


sound like a great 
that} 


2 

- 

- 

) J 
] - 
| : rie* - - 7 i= 
5 BRID 3 S ! naking a with the local bews-| = 
s A H( W : nouncer at Ball Park ar unces | papers as feature of Rine Pike = 
3 L . | BLUE. RIBBON MONTH me pape Sa Faas ‘eature of Blue Ribbon = 
a ic ea caste ee ee very | Mont} This feature was put on = 
SRE RT TIRES EEE SETI SoA 5000 table id newspapers distrib-|® year agZ0 through newspaper |S 
A number of the theatres are uted ap ve ‘60 Sunday Newspap-|Cooperation and proved a bicisS 
working on June weddings for a. ‘arge except for Print-| money getter for the theatre. The = 
. | .6- wed ‘ —_ 

final pity eh performance on a slow | We have several more exploi- theatre does not become involved = 
| week night, on the stage. tation stunts for con ing ILUE im anyway as far as judging of |S 
; i+ 3 tte - 4 - . : ee ee . : ; ME | hahies Ie « rne , tt 

Pc Migr rae ddine ton sno | RIBBON MONTH pictures nade with erat... Tie-ap hed 
bel prihadchasin, rents ds one rae the | In the cut in this issue you will aps im ? ben enotographer, and | 
| elite ole ah find reproduction some of the ads tories anno, Sives him lots of /@ 
brides style show. This would be! ch pee 9 ~~ | Stories and other free rertis = 
“i : , ; . | erect ; - au be advertising, |S 

a bridal style show in which gar- i eras t cSELSESENESEESESENSWSYY I Vees¥S CEES and he makes two pictures of each i= 
t = 

= 

= 

= 

-_— 


Me 


aaneerenaee 


seraTate's 


HELPS | 


TERESA 
| These were sent out trom the | 
Great State Home Office, by Miss) 
| Woods: | 
| 1. Slugs for newspaper ads} 
— representing buttons with’ 
ribbon attached and imprinted | a 
with the ‘words “Great States 


town and in the rural commu- 


come torn and defaced, .. ... 
4. A trailer which ran, (in| 

the house where there was! 

sound eqnipment) for about a} 

week. A short trailer for use| 

in the smaller houses and this | 
alsO was run one week, 

A motion picture film to! 
be inserted in news-reel, This! 
was a movie made of the Great | 

| States Executive offices, show- | 


up 5. 


) 


_ ing all the departments in ac- 
tion, getting ready for Blne 
Ribbon Month. The idea of | 
this is to impress upon the pub-| 
lic the magnitude of the organi- 
zation and the elaborate stunts 
being made for the presentation 
of the Blue Ribbon Pictures. 

6. A number of buttons) 
with Blue Ribbons attached. 
These were worn by every 
member of the house staff 
throughout Blue Ribbon Month. 

7. Later, a small trailer will 
be sent listing some more pic-| 
tures, together with instruc- 
tions about when this second! 
trailer is to be put on the! 
screen, ue SE 

Advertising and exploitation | 
suggestions to put over. 

8. Press matter. 

RELL LL LILY PL ALLY PY LPL L I POLY PIT PNM 


~ | 
ments for the trousseau of the) 
bridal party would be featured, | 
Merchants are showing this sort | 


apparel right now, and you should} ‘ 


this period, presenting such stars as On |} 

Charlie Grapewin and Anna Chance,| that week because the unit that Bsa erin 

| Raymond Hatton and Sam Hardy,| would have come there ) at | VAUDBYV 2 ua , 
| Louise Fazenda, Johnny Arthur and} date has been datibation ine that) ‘VILLE OUT IN BANGOR 
| Walter Hiers, and an all-negro cee, : ‘ 7 ym the] 


in one of the Octavus Roy Cohen 


Evening Post stories, 
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“GREAT STATES” DID IT! WHY NO” 


DIGEST THESE 
COIN-GETTING 


HOME. OFFICE -RONAN’S PEP 


lix-Great States Circuit, 


There will be no unit show 


three Texas towns for the 
ing of “The Desert Song,”’ 


BLUE RIBBON 
STUNTS! 


POPTorey 


‘a ea’e'as 


* 
ayy 


WOKE UP 


& Examiner 
Sunday ‘Tribune 


Herald 
Chicago 
Thomas P, Ronan, City Man-} qay, (April 14th), 
ger for Decatur, Ill, in the Pub: 


submits 


Chicago we exploited with the fol- 
lowing :— 
Large Blue Ribbon 


the big attractions 


each theatre lobby Blue- 80 on, , 

hy ge ne aga a 3. A phonograph 

Ribbon cut-out madje of an address 

each vertical Electric sign. Rubens. This was in 
Several empty stores in down ture of an informal talk 

town district fill with Blue Rib- 


bon paper, ty Blue Ribbon 
Cut-outs (small) on rear of twen- 


a LLLLPL LLLP LPI LLP LAL 
ns 


and the 
Sun- 
This listed 
all the towns and called atten- 


at various | since 
theatres—our stage shows and | 


record | ads ami 
by Mr.) frontsi 
the na-| of an 
to) PLE E a 
patrons, telling them about the | press, -T 
big attractions for Blue Ribbon | sixty-five! 


ee 
SEDI LED EL ELLE Lies oie Deol atid 


T R 1, Kan a two column by six 
; ad in the Chicago Sunday 


as it ha 


Else 
| photo 


ty’ automobiles and trucks. Month. This can be run only in/in work, — 
4000 shirt bands announcing | the houses having non-syAn-| mm 
sg ogo End a mete chronous equipment. For! 
50,000 Milk and Cream bottle $ . mba : 
caps announcing Blue Ribbor houses not having non-syn ; 
Month. (See cut on next page) chronous equipment, this mes-| 
Printing cost $20. sage was in written form for 
Ars sn lé Piggly Wiggly | use in the newspapers as a! 
stores with 10,000 large sacks and signed me 
in these sacks distributed 10,000 ign omen ‘o ; 
REDSEIN heralds (no charge). 4. Tie-ups with Brunswick, | 
1000 Calender blotters, Blue Ribbon ™; » Pabs 
2000 Pauline Frederick -Pro- 1@ Kibbon Mayonnaise, Pabst 


grams paid for by advertisers. 


50 Fountains cooperating ad other “Blue Ribbon” concerns, | . 
Mokke ana STATES BLUE This involved folders from | y 
LIBBON & NVA D, : j ; | 
$000 cards wrapper. in Conklin Brunswick, listing all our big)! 
Bakery bread. pictures together with theme 
Bi 5. Stick-cards as per picture in songs and An ad for their | 
"$00 “Who Killed Canary” wind records. From the other con- | 
shield stickers, On Taxi’s an cerns full size packages of their | 
private cars, merchandise are to be iven | 
spee eel with BENSON| oo) at ieee neat 
CREAMERY COMPANY . ce ne 
500-% pound BLUE (pEEES Cee eee eee ere ee cere eer eee rer ete en 
BUTTER samples to 7 3 ee 
away at a matinee, @uring BLI * “] 
RIBBON month. | A ONTES E 
Banners on P mtiac Cars adver- sl B BY Cc T | 
tising REDSKIN. | 
‘ Beautiful illum lated cut-out of | Bi IN ROCKFORD = 
CANARY MURDER CASE on ~ | oa 3] 
press canopy — SS “4 
Threw away 1500 new pennies | MSSSScse Niue eee ED 
exploiting WOLF OF WALL 71 ™ : 
STREET from truck. Man with sockford has worked out 4 


megaphone 


An-| baby show 


of the babies in the 


MATINEE GIFTs 


another is used as a cut 
SESESIEIEIL EEE Tae 


newspaper window. 


~ 


at the Bijou Theatre Bangor, Me 


Strand, Brockton, 


Effective the week ending April 
show-) 27th, vaudeville was dlocontinned 


Blue Ribbon Cheese and several 


contest and 
one is exhibited in the theatre and 


in the} 


1 Be 


iF. 
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ENGRAVER’S BENDAY CHART (PART 3) _ 


This is Part Three of A Five Part Serial which PUBLIX OPINION 
sents one-fifth of an engravers chart of “benday’’ effécts 
add to its beauty and eye-catching effective 
Clip this one out, file it until you have 
hang it in your advertising-office 


is running in every issue. The illustration below repre- 
s. When you send an art-layout to your engraver, frequently you can 
ness by specifying certain benday shades over specified drawings or lettering. 
all five parts. Then paste them together and mount them on a card. Frame it and 


as a constant and easy reminder for bettering your engravings when you order them. 


our engraver will tell you which of these shade-effect-screens he has. Perhaps he does not have all of them. He'll have 


some, anyway. DON’T CONFUSE THIS CHART and these instructions with the CELLULOID SHADING PROCESS we 


recently sent you. This is an entirely different process, 


process, althou 
himself. 
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attending 
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is alert 
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( and is more costly and not as effective as the celluloid shading-sheet 
gh your engraver will try to sell you the more expensive idea of having your benday tints “stripped in” by 
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THE SANTLEYS TO, VICTOR SPONSORS, Lillian Roth Makes Talkie 


DO TALKIE 
SHORT 


Joseph Santley and Ivy Sawyer, 
favorites together in musical com- 
edy and also husband and wife, 
are making their debut as actors 


in talking pictures at the Long 
Island studio in a one-reel roman- 
tic fantasy called ‘Booklovers.” 
The material was a favorite with 
audiences when they presented it 
on the stage. 

Santley just completed work on 
“The Cocoanuts,” starring the 
Four Marx Brothers, as co-direc- 
tor with Robert Florey. He is the 
author of “Booklovers” and will 
direct it in addition to being lead- 
ing man. There will be music and 

cing, and a bright costume dis- 


RADIO HOUR FOR 
“MY MAN” 


Manager Charles F. Shire sold 
an idea to the local music dealers 
whereby they secured the co- 
operation of the Victor Company 
in sponsoring a ‘‘Fannie Brice 
Hour” during the run of “My 
Man” at the Publix Orpheum 
Theatre, Lincoln, Neb. Miss 
Brice’s records were played over 
the ‘‘mike’”’ previous to the show- 
ing of the picture and mention 
was made “over the air’ when 
and where Fannie Brice could be 


heard and seen. Response was so 
great that another “hour” was 
held during the showing of the 
picture. 


Lillian Roth, who won fame in 
the Ziegfeld Midnight Frolic and 
Earl Carroll’s Vanities, has made 
a one reel song and dance talking 
picture at the Long Island studio. 
There is an orchestra with her in| 
the picture, and she does the 
energetic dancing and strutting 
which have won distinction for | 
her. Here we see Lillian at the | 
gigantic piano used in the novel 
production. 


aie 


RIVOLI'S NEW CHIEF 


Mr John C. Wright former Dat 
ager of the Imperial, Pawtucket) 
has been appointed manager ot 
the Rivoli Theatre, New York. | 
Mr. Scott, temporary manager of 
the Rivoli, resigned. 

Mr. W..C. Benson, manager of the 
Strand, Brockton has beer transfer- 


red to the Imperial, Pawtucket, suc- 
seeding Mr. Wright. 


No. 336.—o9%4 x 14%. 
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. No. 338.—634 x 11. 


ROTH TO DES MOINES 


Mr. Jack Roth has been as- 


signed as manager of the Capitol 
Theatre, 
Mr. Day, effective April 27th. 


Des Moines, succeeding 


eet 


How About Seats 
Immejutly?? 


——-——— 


It is suggested for public- 
ity, by Mr. Herbie Koch 
Omaha ‘Riviera’ organist 
that a story be planted in the 
papers to the effect that the 
entire staff of the theatre 
pledges that during the en- 
gagement of “Nothing But 
the Truth," nothing buat the 
truth will be told to ali 
questions asked. 


PEE EEE EEE: 


“MILLIONS O 


JACK BARRY STARTS _—C 
ADVERTISING COURSE 
AT MANAGERS SCHOOL 


“One Million Sales 


This course is considered by Mr, Barry as the most important 
subject in the program of training at the Managers School. 


“In starting our advertising 
course,” ‘“‘said Mr. Barry “let me 
insist without qualification that it} 
is the. most important in your} 
program of training. You. have! 
heard here day after day that} 
theatres are operated for one pur-! 
pose—-profits. You: know that} 
profits can be increased, first by) 
cutting unnecessary expenses, and} 
during instruction on equipment} 
maintenance, you learned many) 
possibilities for dollar saving. 
Equipment maintenance is import-} 
ant in relation to profits, An ef-/ 
ficient service staff is important} 
because many dollars can be lost 
by slip-shod direction of crowd 
movement. BUT——THE BIGGEST 
INFLUENCE FOR PROFITS) 
WILL COME FROM EFFECTIVE 
SELLING OF YOUR PROGRAMS. 

‘For the next three months your 
attention will be centered on ef- 
fective selling. : 

“From now on you are salesmen. 
If you can not sell entertainment 
and sell effectively, you. will not 
be permitted to complete this} 
training, and least of all, win em-| 
ployment with Publix. soe 

“The selling possibilities offer- | 
ed to a theatre Manager are tre-| 
mendous. Consider a theatre with | 
only one thousand seats. This 
theatre has five performances a} 
day. Throughout one ; 


year 
1,820,000 patrons could buy seats} 
at that theatre. That means! 
1,820,000 sales per year. Think | 
of it! Think of it in dollars. Re-| 
member that this applies to the} 
small one thousand seat house. | 
thousand seat house of- 
possibility of 3,640,000 
Do you wonder why 

the sales possibilities 
heatre manager are tre-| 
Any man who makes} 

e one million sales} 
able to} 
Start) 
re- 


offered a 
mendous? 
or helps to ma 
or more a year must. be 
setl Well—that’s your job! 
now ting ready for your 
sponsibility. 
Patrons Must Be Sold ; 
“Never get the idea that people 
put down their hard-earned | 
money at a box office window just} 
out bit or just by chance, | 
Every one of those patrons were! 
sold by some influence or other. 
Selling brought them to the box! 
office. Get into the habit of feel-} 
ing that you are responsible for | 
those sales. ; 
“If you owned a theatre and) 


of 


A. Year- 
stressed by Jack Barry, Director of Publix Theatre Managers | 
School, in introducing the course on Advertising at. the school. | 


| just announcing a title. 


$0 8-8-6 8+ 6 6-8-6. 


—And More!’ was the slogan | 


regular clientele by consistently 
good. operation and consistently 
reliable selling, and at the same 
time keep selling new patrons. 
Can you tinagme what the increase 
ut the national grass for any one pic- 
ture would be if every manager| 
everywhere sold it most effectively to 
every potential patron! 

“Your thrill comes from real-| 
izing that at the theatre you 
have never sold all your pos- 
sibilities. Let there be capacity 
houses at every performance— 
you still have standing room to 
sell. Let there be capacity | 
standees at every regular per-| 
formance—and there is still the | 
possibility of extra perform-| 
ances, midnight matinees, Sat-| 
urday morning matinees, etc. | 
Exhaust all these possibilities | 
and you still have. the limitless} 
possibilities of getting a higher | 
admission price for entertain-| 
ment which you now can sell} 
more effectively. In other) 
words, the sky is the limit, and | 
the very scope of the possibil-) 
ities should appeal to anyone) 
who has a real salesman’s in- | 
stinct. At the same time, it! 
should make each of you say, | 
‘There's a big selling job wait-| 
ing for me—and I can’t handle | 
it unless I start getting ready | 
right now.’ : 
Selling Not Title Announcing 
“So get out of your minds now} 


the fact that people come to your | 
theatre for any other reason than | 
that some selling influence | 
brought them there. Put this in| 
your mind—it will be your selling, 
all your merchandising activities | 
which. will bring patrons to your 
box office. By selling I do not mean 
You will 
be shown from analysis of over 


OOOO OO BO RO BE OO OH OH OO 


There is a good deal to 
be learned about SELL- } 
ING which is not included {| 
in “God’s gift to the born 

showman,” t 


ee ee ee ee ee ee ee ee ee ee ee ee 
three thousand motion picture! 
titles, that very, very, very few 
titles, as titles alone, have even a| 
minimum of selling influence to! 
convince anybody to give up hard-| 
earned money on the strength of | 
the mere title alone. The man| 
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| before.” 


| tising. 


| vertising is Selling. 


} Must. 


| tivities. 
| you will have practiced practically | 
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“SALES A YEAR”! 


Pir tg 


WATCH 
ch 


The next issue of Pub- 
lix Opinion will carry a 
detailed outline of the en- 
tire advertising course 
which will be followed by 
the men in training during 
the next three months, 
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ready to wear tuxedos and smile 
at patrons in your foyer, and to) 
do that only,. then take your) 
tuxedo down to a department} 
store and use it as a floor-walker. | 
Maybe you think that your only 
worry is to come from keeping a | 
theatre basement clean, The| 


FOR 


© 0 OOOO 6-08-66 8-0-8 8-8-8 O 


; 
| 
i 


|manager who boasts of the clean 


basement in his theatre with hun-. 
dreds of empty seats upstairs 
which he is not capable of filling 
because he can't sell, is not a thea-| 
tre manager—he is just a janitor. 
If you feel that your only worry | 
is to come from making out neat 
reports or writing nicely phrased | 
letters to home: office executives, | 
what you better de is to become 
an accountant in a factory office. 
There are plenty of men to be 
hired to fill out forms, and plenty | 
of mén to write form letters. But 
men who can sell and sell con- 
sistently and come anywhere near 
realizing the full possibilities for 
Sales that exist in the average) 
theatre, are not plentiful. What' 
such men can really do in the way 
of showing profits, both for a} 
theatre employee and for then-| 
selves, is something that should 
really fascinate any one of you 
and send you into this advertising 
course to work as you never did 


Advertising is Selling 

“Now, we're not taking any 
time to discuss theories of adver-| 
We cut right through the 
subject with this definition—Ad- 
This selling, 
as far as it applies to the theatre, | 
exerts its influence in activities 
which are practically countless. 
It is your job to master every one 
—to understand the possibilities 
and limitations of each. Every 
one of these activities can bring 
dollars to the theatre you manage 
They are so many tocls that you 
master—-so much ammuni- 
tion that you must carry to what- 
ever operation are assigned. 
Because of the very nature of the 
product that he sells, the theatre 
manager has limitless selling ac-| 
When you leave here,| 


you 


every fundamental selling activity | 
known to theatre managers—they | 
will be yours. After that it is | 
simply a matter of hard work. I) 
don't that any exceptional | 
genius is required to carry out! 
the selling activities that have! 
made profits for theatres. What} 
it does require is common sense, | 


see 


;are 
'up such names on a 


‘in a theatre ad is not going to| Wealthy: 


| clinched. 


| with 


spending the company’s money, 
Get your real thrill out of sell- 
ing which gets best results with 
the smallest expenditure, be- 


cause then your ideas and your) 


energy did the job, 

“Our schedule gives plenty 
time to newspaper ads. Don't 
misunderstand that! 
your only or even your most im- 
portant selling activity. The 


\theatre manager who spends good 
| dollars for half page ads in news-} 
/papers and does nothing more to 
lsell his show, is not a salesman. 
| The 


newspaper ad is only inei- 
dental in that real well-rounded 
campaign that a theatre salesman 
can be proud of. If you spend 
many hours here learning the 
mechanics of newspaper advertis- | 
ing, layout, copy, etc., it is only 
that you may use newspaper space 
to best advantage—-which always 
means getting the best results 
with the smallest possible space. 


| Saving inches of costly newspaper 
spending yards of | .. 


space means 
your own ideas and pounds of 
your own energy in other selling 
activities,.”’ 

Theatres Need Selling Ability 

“There never was a time when 
theatres needed more real selling | 
ability than they do right now. | 
Not so very long ago star names | 
would of themselves make sales. | 
How many star names today, com-| 
pared with the number of star} 
names three years ago, remain to) 
carry the brunt of selling? Here | 
twenty-five feature pictures! 
with name values, many of which! 
are now actually unknown to! 
movie fans outside the large met- 
ropolitan centers. Just slapping} 


marquee or| 


make sales. Unknown names) 


| never make sales——they must first | 


be established and their appeal | 


can you put behind these names | 


if the mere announcement of the | 


|names themselves will not make! 


sales? Moreover, the vaudeville! 
shorts and the novelty sound’ 
shorts now on theatre programs’ 
open up a whole new field fertile 
selling possibilitfes. Many 
of the vaudeville names are at this. 
time new to movie . 
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sells ; 
Other 
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theatre an-/ You can’ 
diences and yet they carry enter-\and you 
your t 
t own | letters. 
strength. You can’t sell these acts | letters 


80 new to your prospects unless 80 many 
you know why the acts carry en: your the 


tertainment. Slapping up on a 
marquee names which might mean | 
something in the 
does not mean that these acts are 
being . 
where 
known. 


the 


‘Talking feature pictures pre- 


ing? 


Thirdly, 


DAY, 


sold in the smaller cities,| MONTH 


larger centers|has his 


- * 


. 


names are utterly un-! er saleame 
| selling dit 
| time wh 


sent an even greater opportu. >¢St sold.) 


nity. 


ad reading ‘‘See and Hear.” The 


Don’t tell me that these CeTtain pe 
are sold just with a sing in the UP ideas, & 


make 


“See and Hear’ appeal might “es and 


have served some purposes the 


time for } 


there were empty seats, you would| 


whose selling is limited to a mere | 
make it your business to fill those | 


announcement of titles does noj/all, energy, alertness to possibil- 
seats by effective selling, or you}more selling than the cigar chain, iiies, resourcefulness and—again | 
would not own the theatre very| Store manager, who only reaches|——-energy! That enerey v . neue 9 fo 
long. ‘out his arm when someone says, | start batldtng wo tet bogs digs oes sh a breeie 
“You won't own the theatre you “Lucky Strike,” or “Cameis’’ or/with the realization’ that art Do you think you sell a pick up hh 
operate for Publix, but you must | “Chesterfitlds” or “Old Golds''| main value will depend upon ‘how! silent feature by montonously | think oa 
sell as hard as if you did —— or/and delivers the title. Such de-/you can sell. No matter how| CPesting “Seo?” Or by the use-|to you BEM 
someone else will have your job./| livery isn’t selling. Such men are/ small the theatre is to which you | less “On the Screen?” Phen | in New Yor 


business thinking, and, most of | first few times, but you don’t |Your id 


| * 
sell in any real selling way by won't get t 
& monotonous repetition of “See YOU get 


1 am going to show you later that} 
as the salesmen of theatre enter-| 
tainment you need more energy,| 
more ability, more ideas, more re-! 
sourcefulness, more alertness, and | 
more enthusiasm than any other 
salesmen need. This may contra-| 
dict the impression that selling is| 
the last thing a theatre manager | 
has to worry about. I like to be-| 
lieve it is the first thing he has to| 
worry about—the thing he must} 
do best—the thing he must do} 
hour after hour, day in and day) 
out—the thing that really deter-| 
mines his value. It is no exag- 
geration to say that inerease in| 
profits for the entire industry de-| 
pends upon effective selling by) 
theatre managers everywhere. 
Only a relatively small percentage 
of the vast potential patronage for 
motion picture theatres has been 
secured. Increase depends on} 
those salesmen in direct contact 
with the public — theatre man- 
agers, who can maintain their 


is known about what you are an- 


being replaced by machines, be-| 
cause machines can reach in and/ 
hand out the title already sold | 
and ordered. Don't be mislead by | 
the ‘mere announcement adver-| 
advertising’ of nationally known! 
products which have been estab- | 
lished as known Values over many | 
years. For them, the ‘mere an-! 
nouncement’ is now effective—-it's| 
just the ‘dinner bell’ calling 
those who already have the appe-| 
tite and already know the product | 
and need only a reminder to buy. 
You can’t sell with a ‘dinner bell 
announcement’ when the appetite! 
for what you have is not yet 
aroused and when little or nothing 


nouncing. . 

“Maybe you don't like to sell. | 
Maybe’ the hard thinking and the/ 
hard work and the constant 
searching for ideas and the con-| 
stant driving doesn’t appeal to 
you. Then get out of the busi- 
ness. If you think you’re getting! 


are assigned, you can feel pretty | 
sure that it will offer you one! 
million selling possibilities every 
year. 
“In this business of ours, ef- | 
fective selling does not depend | 
upon the amount of money ex-| 
pended. Many of the most ef-! 
fective selling activities are 
practically costless, because the 
very nature of the product that 
you are selling presents thou- 
sands of co-operative advertis- 
ing activities which are yours | 
almost for the asking. No — 
don’t measure the effectiveness | 
of your selling by the amount 
of money you spend. Not the 
heavy spender of dollars, but | 
the heavy spender of his energy | 
and ideas makes ticket sales, | 
Expensive campaigns are often 
the disguise covering the ab. 
sence of ideas. Big expendi- 
tures give the impression of 
great selling activity when often 
the only activity beneath it, is 


you don’t sell the talking feature ing for. 


“See and think for ¥ 
because you selling pos 


with the montononus 
Hear.” You sell it 


have analyzed that particular! 
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feature until you yourself aro prospects ¢ 


hii self, if 
those 


|son why 


The showman who 
takes it easy for a week as . 
far as SELLING activities 
are concerned, can never 
make up the money that 
did not come to his box 
office, 


| 
| 
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enthusiastic with those distinc.| miliar 
tive entertainment values that 80 at tl 
fh 


that picture has—valnes that no 
other picture ever had before— 
and when your enthusiasm for 
its values can be transferred to 
your patrons in a way that will 
make them hungry to see it. Do 
you wonder that we insist that 
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The following telegram from 
G. J. Meredith of Saenger-Pub- 
lix is self-explanatory as to the 
value of the page on the mana- 
gers’ school as contributed by 
Jack Barry, Director of the 


AT SCHOOL 


d from Page. 10) 


fit do at less cost than any other 
What 
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WATCH THIS COLUMN EVERY ISSUE FOR 


SOUND TIPS! 


These bulletins are issued by the Projection Department for infor- 
mation about talking picture equipment. Let everyone in your thea- 
tre read them! ! 


BULLETIN No. 14 


in operation, it is an indication 
TROUBLE IN SOUND 


that the system is overloaded. This 


make its use ineffective? How 

can it be tied up with something 
of local interest to enhance its ef- 
fectiveness? How will it co‘or- 
i/dinate with your other gales activ- 
ities? How long in advance of 
play date should it be started? 
What are the possible sales resist- 
ances that its use must counter- 
act? What do my prospects al- 
ready know about what I am sell- 
ing? What are the possible ob- 
jections in their minds that must 
be overcome? Just what am ‘I 
trying to make these people be- 
lieve and.do? How can tlie ac- 
tivity be shaped to create mpre| 
“word of mouth’ comment? 


“In the early weeks of your ad- 
vertising training, attention will 
be limited exclusively to program 
advertising. Later on, institutional 
advertising in its relation to 
strengthening program selling will 
be taken up. However, keep in 
mind right along that’every con- 
tact of your patrens with your 
theatre exercises some advertising | 
influence. The very visit to your| 
theatre, even if you did not use| 
foyer displays for coming attrac-| 
tions, even if you did not use! 
trailers on the screen, even if you| 
did not use an organ number to! 
plug a theme song of a coming 


school. 


= 


HRUEET 


Ben Serkowich 
Publix Theatres, 
Paramount Building, 
New York, N. Y. 


Kindly grant permission to 
reprint managers’ School ar-| 
ticle for balance of circuit) /iest Possible moment. 
who do not receive Publix| this, t 
Opinion. 
will be given. 


Proper courtesy 


G. J. Meredith, 
Saenger Theatres, Inc. 


VACATION TIP 
IS TIMELY 


NOW 


PROJECTION 

Whenever trouble of any nature 

occurs, bring fader to zero, switch 
to emergency equipment if there is 
one installed and endeavor to lo- 
cate cause of trouble. 

Bulletin No. 11 covers handling 

of trouble in film projection. 

If quality of sound goes bad, 
| check sound projection equipment 
in the following manner:— 

1. Examine needle at the ear- 


Examine receiver. To do 
urn all horns to off position 
|on control panel. Then turn off 
|one at a time and if one is found | 
defective, keep it off until an op- 
portunity permits replacement. To 
replace receiver take off the wires 
on the four terminals and with the 
wrench provided loosen nut and 
lift off receiver. Replace it by one 
of the tested spares and be sure! 
and connect each wire to the same) 
terminal on the new receiver as it| 
was connected on the old one.| 
These terminals are plainly} 
marked. This is extremely impor-| 
tant and should be double checked. | 

3. If trouble has not been cor-| 
rected, change reproducer or re-} 
producers. To do this unscrew the) 
'thumb screw holding the repro-| 
| ducer and place on the table. Dis-| 


condition makes for poor quality 
and the overloading should be re- 
moved. Defective tubes also make 
noisy, scratchy or singing noises. 
Summary of Troubles 
If motor does not star 
The line switch may be open 
The fuses may be blown 
The tubes may be bad 
If Reproducer consistently jumps 
or does not track 
The arm may be dragging 
Excessive plate current 
Grid batteries low 
Poor contact 
Clean tube contacts 
No Sound from horns 
Fuses blown 
Line open 
Line shorted 
Bad receiver 
One tube out on amplifier 
Bad reproducers 
Noisy or poor Quality 
Bad receiver 
Bad reproducer 
Bad rectifier tube 
Bad amplifier tube 
Storage batteries dirty 
Bad grid batteries 
Poor ground 
, Loose connection 
Bad needle 


BULLETIN No. 15 
Your district maintenance 


} ‘ 
attraction, and even if you did With the summer vacation | COmmect the wires from the connec-| pr. 


not sell sheet music of coming at-| months just around the corner | tT and remove, 
tractions in your lobby—the pice | bringing with it a general exodus | 7OUr yn pine — eg ashing : : 
/contact with your theatre should/ from schools all over the country, | OMS'Y [SS ale deen a 4 tity| 2 inspection is to be made 
r-|ereate some desire on the patron’s| Julian Saenger, of Publix-Saenger | tanks rs . ‘ fi wen tw the| ore report completed Friday of 
@s ma-|part to return again because of| theatres makes a timely sugges-| nimor litt ted in the woper| #cn, Week by projectionists hand- 
se, so/the very way in which your in-| tion that will help swell the box| sa . oo oe : ot Ba igo ling the equipment. 
{nto|stitution is conducted. Just be-| Office receipts during the torrid|!¢ft hand corner of the fader to 


-,;, | branch will forward to you, a sup- 
replacing with! ply of “Weekly Projection Room 
| Reports.”’ 


a EEsc.o82 


~ 


Us Four copies of the report are to 


be 


1 


and | cause all this is referred to, not} months. 
up/as formal advertising but as im- 


|red or white, depending on which | 
|side you are operating. This cuts| 


be made and delivered as follows: 
White copy to Projection Super- 


“Schools will close some in out the resistance in the fader and! visor District Maintenance Dept 
June,” said Mr. Saenger, “and | the volume is equivalent to a fader) Pink copy to Projection Super ty: 
I would suggest that, in order|9 setting. Turn gain control on|¢, Home Office. Blue copy to Dis- 
to gain some benefits from the amplifier to zero and regulate YOUr | trict Manager. Willing cs vy: to 
vacation | volume by bringing gain control to| Theatre file. _ 
handbills be gotten up stressing | proper level. | The purpose of this report is: 
the special admission price for| 5. If trouble is not yet located, a! (1) To establish a systematic 
children as well as the Early | regular check of the entire system coniproheasive ‘weeckty . m= Sap 
Bird Matinee, combining with it) must be made; that is, filament’ of all projection equi oa . 
some particular picture that current reading, plate current) (2) To pani i id of the 
will have strong appeal to this|readings, horn supply voltage! condition of the equipment for the 
class of patronage.” 'readings. Change tubes. ‘ 


plied advertising, never forget) 
that it has its advertising in- 


light a 
“Mi the 
i@ most} fluence. ‘‘Remember, too, that you 


Pe sell-| have certain institutional features | 
@ must/apart from the program which! 
Graining actually deserve selling activity—) 
jthe air condition of your theatre 
-—geat comfort—dquality of sound| 
tire pr oduction perfection of 
to | screen projection — efficient per-| 
» you| sonnel — distinctive service fea- | 


the 


aaa! 


jtures, such as checkroom, lost| 
tand found departments, etc.,—/| 
|;permanent personalities, such as/| 
Who organist, orchestra leader, master 
lof ceremonies, etc.,— all these | 
jdeserve- more than a casual mer-| 
any | chandising effort. You may be 
he surprised to know that one of the} 
he/jleading department stores in the) 
country selected over one thou-| 


BENDAY SHADE 
SHEETS CATCH 
POPULARITY 


sand details of the institution 
ta?’ iwhich were felt to have selling 
?* influence apart from the price of 
merchandise actually sold over the| 
counter and formula advertising in} 
hewspapers and windows You, | 
too, have very many distinctive | 
institutional features which can 
be sold to strengthen the selling 

of a current program. However, | 

at the start of the advertising 
course, center your attention on 
selling individual programs and 
on the wide variety of activities) 
which can be used to make that 
selling more effective—and master 
each in every. phase. ) 


“Selling Depends On You!" 
“What will you sell? The 
cream. of product is secured for 
you. Mr. Saal has explained | 
the advantages that are yours. | 
Wiser heads than yours can get} 
the best—BUT THE SELL- 
G DEPENDS ON YOU. As 
far as , is concerned it 
is generally the manager who 
CANNOT eell who takes the 
_ time he should use for selling, | 
to n about product.” And 
will ertising budgets hinder 
selling? Not a bit of it, 
they keep you peng 
constantly that it is not 
favish spender of dollars, but 
the generous spender of ideas 
and effort who sells. There is 
no budget limit on effort and 


“This introduction to our ad- 
si) course must leave you 
“TJ must know how to sell 
I can’t stay in the business’-— 


Theatre managers report 
that excellent results are being 


obtained by their black- and-| 


white artists who prepare their 
newspaper ad-cuts, since publi- 
cation 


shading - sheets. 
engraving-consultant, who con- 
trols the process, tells PUBLIX 
OPINION that he is willing to 
send free to any Publix artist 
who writes to him, a full-size 
sheet of any designated tint, 
with any additional instruction 
required. 


Anyone interested in improv- 
ing the appearance of locally 
made zinc-cuts, would do well 
to follow up his offer. The ad- 
dress is Bourges Service, Inc., 
175 Fifth Ave., Flatiron Bidg., 
New York City, N. ¥. 


and—‘'There’s a good deal to be 
learned about selling which is not 
included in ‘God’s gift to the born 
showman.’”’ The energy and the 
enthusiasm and the effort that 
you put into your training for 
selling can only be measured by 
the size of the selling job that 
will be yours—“ONE MILLION 
SALES A YEAR—AND MORE!” 


in PUBLIX OPINION) 
of the information about benday | 
Mr. Bourges, | 


6. If the system goes dead, see if 


_|all’your filaments are lit and nor- 


imal. See also if the plate cur-| 
rents are normal. Try horn exci-| 
| tation currents. . 
| %. If after following all previous | 
| steps, quality of sound projection | 
has not yet been rectified, it will} 
| be necessary to locate the fault by) 
| process of elimination, using the) 
head phones. Try head phones| 
across the terminals of the repro-| 
ducer. If music is heard, repeat} 
this operation at the input and 
output of each amplifier until you 
finally come to the 200A panel. By 
| doing these operations slowly and 
| deliberately, the trouble will be lo- 
eated. If you find it, and upon 
observation it can be remedied, do) 
so. If not notify Publix district! 
maintenance man. 

8. If upon examination it is! 
| found that the filaments of any of 
| the tubes are not lit, a fuse may! 
| be blown or the filament itself rup-| 
itured. The fuses for the filament | 
are located on the rear of the <9) 
plifier and also on the changing 
panel. Both of these should be 
examined and if found o.k. insert} 
new tubes. | 

9. If you find that you do not 
get a plate current reading, a fuse 
may be blown. They are also 
situated in the rear of the ampli- 
fler panel. If the plate current 
reads too high, it is an indication 
that your G batteries are low or 
that the prongs on the tubes are 
dirty. Clean contacts and replace 
C Batteries if necessary, or maybe 
you will have to change tubes. 
The voltage of the C Batteries 
should never be less than 4 volts 
per battery. 

If all the tubes show low plate 
current, the source of plate volt- 
age is likely to be low. If only 
one of the tubes show low, it is 
likely making-poor contact. 

If you notice that the plate cur- 
rent fluctuates and the system is 


! 
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Home Office, District Manager and 
District Maintenance Dept. 

(3) To establish a record of our 
experience with each part of the 


| equipment for the guidance of the 


manufacturers. 

(4) To assist the home office in 
compiling information and advice 
to improve and perfect operation 
of Sound equipment. 

(5) To assist you to avoid seri- 
ous breakdown or equipment fail- 
ure. 

Therefore, the cooperation of 
yourself and your projectionists in 
correctly compiling this -report 
promptly each week is of the ut- 
most importance. 


OO 8-8 OO 


AD.-TIPS! 


Don’t be perfunctory! Use 
your imagination to locate 
your show’s “sales appeal.’”’ 

An advertisement of foods 
products is effective to the 
extent of its appetite-appeal. 

An automobile effectively 
advertised, stresses its util- 
ity, price and beauty appeal. 

Study the ads for products 
: in other fields and you'll find 
the reason for sales-success 
is in the ad’s sales-appeal, al- 

luringly presented. 
Entertainment-appeal is 
the first thing you should lo- 
cate before you set pencil to 
paper in preparing an ad for 
the theatre. After you’ve 
located what it is, tell it. 
Don’t merely announce it. 
Describe it! Describe it al- 
-luringly! Vividly! Breath- 
lessly! Truthfully! Com- 
pletely! Compellingly! Say 
it in a manner to arouse 
curiosity! Say it in a man- 
ner that it would have to be 
said to make YOU want it! 


~—PUBLIX OPINION 


OOO OOO OO B98 BoB OBO BOSS OOH GOOG 


ianeeheserestaysbixnananennes 2120s 


53 


Bae Te 


eA 


Bc oT os ee ee 


ET YP 5 


I ADEE IIS UE ARS SAT 44 


ARRAS DANE 


ee € ee 


YOU HAVE THE | 
- MERCHANDISE 
SELL IT! 


Vol. Il 


The value of institutional advertising ‘and publicity for a Publix theatre is effective in proportion to its conservative 


truthfulness, simply told. Every Publix theatre has countless institutional, organization 
change of copy. 


| posters, and newspaper ads should always implant on 


j 
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“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 
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YOUR PROMOTION? 


A few days ago, a noted personage in an industry closely 
related to-the sement business, made the remark to Vice- 
president Sam Dembow: 

‘“T notice that Publix always manages to arrange some sort 
of promotion for outstanding hard-workers. How do you do it? 
Isn’t there any stpping place at the head of the line that would 
automatically stop promotions?’’ 

Mr. Dembow replied: 

‘No, this industry is changing so rapidly, and expanding so 
broadly, that we always have plenty of places waiting for good 
men to hold down. We’re in a constant race against time in the 
development of man power.”’ 

You’ve heard the Publix Man-power story many times be- 
fore, perhaps. Those who have taken it at its face value, and 
worked for promotion, establishing themselves as men of ability 
and desirability, have won promotion. 
it, have either stood still or fallen by the wayside. 


The late Theodore Roosevelt, once said something which is| 
easily applicable to the present situation in the amusement in-| 


He said: 


dustry and particularly in Publix. 
» k J 


‘‘We are called upon at this time, not for a life of ease, | 


but for the life of strenuous endeavor! If we seek merely 
* swollen, slothful ease, if we shrink from the hard contests 


where men must win at hazzard of life and risk of all they 
hold dear, then bolder and stronger peoples will pass us by!’’ | 


READING MATERIAL! 


Reading material requires reading time if it is to be properly 
digested. 

Every executive in Publix gets a flood of daily letters, wires, 
folders, magazines, and broadsides—to each of which he knows 
he must give some attention. 


Organizing one’s own self, as pointed out by Milton Feld in| 


a recent issue of PUBLIX OPINION solves the problem. 

Successful executives organize their time carefully. Usually 
the first hour in the morning is devoted to going over incoming 
mail and other reading material, pencil-and-notebook at hand. 
The second hour is devoted to putting into work the thoughts 
taken from the material digested. 

# What does the successful showman read? Beside his regular 
mail, there are certain things he should read regularly, The 
trade-press, PUBLIX OPINION, press-books, manuals, and 
mimeographed broad-sides, of course with pencil and note pad 
at hand. That’s routine. Each thought or list of information 
so aequired is filed in its appointed niche to await its moment of 
usefulness. 

In addition to the foregoing, however, there are at least two 
other publieations that should be read regularly. One is AD- 
VERTISING AND SELLING. , The other is PRINTERS INK, 

In addition to these, books on salesmanship, advertising, copy 
writing, layout, poster-art, pen-and-ink reproduction, color re- 
production, all clamor to be useful. 

Somehow, the successful man finds time to go thru these gold- 
mines useful information, and store up the nuggets of ex- 
perience of thousands of brilliant and successful persons, These 
they adapt to their own every day problems and thus increase 
their own ability and desirability in the institutions of which 
they are a part. 

Such men, of course, are energetic men of strong physical 
and mental capacity who have disciplined themselves. Their 
waking-hours are thoroly organized. That’s why they’re suc- 
cessful, , RRS) Soh Gh RPI aC ANE I matiO Br 
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The Official Vitae of Publix 


Publix Theatres Corporation, Paramount Building, New 


Benj. H. Serxowicn, Editor | 


Others who disregarded | 


———— 


e of these thoughts with each 


York, Week of May 11th, 1929 


al, or industrial talking 


.--A, M. BOTSFORD, Director of Ad er 


PUBLIX WINS: 
CONFIDENCE | 
OF EDITORS 


You’ll all be pleased to know} 
|that owners and editors of news- | 
papers generally thruout the} 
country, regard with utmost cone | 
fidence, any public statement made | 
over, the signatures of Publix) 
theatres and Paramount pictures. | 

During the last week, when the |} 
|annual convention of hewspaper | 
|publishers and editors was in| 
| progress in New York, the editor | 
|of PUBLIX OPINION spent most 
|of his next three months salary in 
renewing old friendships, making 
new ones, during numerous and 
divers lunches, dinners and s0- 
forths among the sin-dens of 
Broadway. The idea was twofold 
—to get the lowdown on the ef- 
fectiveness of our news and paid- 
ad appeals in the eyes of the men 
who “yes” or “no” our publicity, 
and also to spread the news to 
them about the public policies of 
*ublix theatres. 


The editorial ‘No Fakes” which 
PUBLIX OPINION printed a few! 
|iasues back, was presented to a 
number of men who promised: to) 
use it to cite Publix to their} 
| readers, as an example of the new | 
| reliability and honesty of the thea- | 
tre. You can take this editorial, 
|yourself, and get your local 
writers to comment on it. Mr. | 
Katz would be very much interest- | 
)ed in having you send him clip-| 
| pings, showing your efforts along | 
this line. The PUBLIX OPINION 
editorial is true in every respect, | 
and newspapers generally will be! 
}glad to publicly acknowledge it 
to the credit of the company that | 
gives us our livelihood. 


Another encouraging thing that | 
most editors commented upon, | 
| while in discussion with Your Edi- 
| tor, was the fact that Publix Thea-| 
tres usually pass out news that is | 
llocally interesting and timely, | 
| whereas other theatres waste their | 
| time with poorly thought out and | 
thinly disguised advertising which | 
| they try to palm off as news. : 


‘CHINESE “TAXI” 
GOOD BALLYHOO 
FOR PICTURE 


Manager Alfred F. Weiss, Jr., 
used a Chinese ‘taxi' with splen- 
did success in exploiting “China- 
town Nights” playing at the Pub- 
oe Florida Theatre, Jacksonville, | 

a 


One day previous to opening 
and everyday during run of pic- 
ture the taxi was on the streets— 
being pulled by a boy garbed in a 
Chinese costume and wearing a 
sign on his back announcing the 
attraction, theatre and play dates, 


Signs announcing the picture, 
ete., were also hanging on the} 
shafts of the Chinese cart. 


MR, LASKY TO EUROPE 


Mr. Lasky sailed for Europe re- |} 
cently on the Majestic. The Para-| 
mount production head will spend | 
several weeks abroad looking over | 
the current plays and players, and 
will read the latest novels in his 
search for new picture material, | 


Watch Publix Opinion for this service in ® 
trade papers for it, 1 


LENGTH OF 


Reeord if 
No. Subject ga 


The Man 1 Love—8 reels (AT) 
, Mother's Boy——8 reels (AT)..... # 
‘She Goes to War—10 reels (8) © 
Not Quite Decent—?7 reels (PT 
Girls Gone Wild-—8 reels (3).. 
Thru Different Byes—6 reels 


Hot Stuff-—s reels (P. T.).... 
Desert Song-—13 reels (P. T.).. 
Studio Murder—-8 reels (A. T.) 
Hard Boiled Rose -— 6 reels 
(Pp. Ts) : 
S—Sound 
AT—All-Talking 
PT-——Part-Talking 


LENGTH OF TALKI 
PARAMOU 


Moonshine > 
Mr. Katz Trailer 
Wild Party (Trailer) ........ 
Innocents of Paris (Trailer)... 
Vital Subjects ..... 
Booklover ..... 
After Bebem 5 ..6.y cesewees 
Gentlemen of the Press 
Oh Boy (Trailer) ; 
WARNER BROTHERS | 
Fannie Ward—The Miracle Wor 
Harry Horlich & His Famous A 4@/ 
Miss Marcelle—Singing Syncopated 
Songs ... eteeeenne 
Mall Hallet & His Way Down B 
Raymond Hitchock—An Evening 
With Hitchy oe 
Paul Tremaine & His Aristocrats 
Dave Bernie & His Orchestra... 
Bernie Cummings & His Biltmore 
Deiro—Worlds Foremost Piano Ac 
Clarence Tisdale — Southiand’s — 
Tenor conv neues 


METRO 


Keller Sisters & Lynch—Where Did Ye 


Those Eyes aseetees 
Carl Emmy & His Pals...... 
Van & Schenck “Bway, N 
After All" 
William O'Neal 
Phil Spitalny—Band Re 
Spanking Age 


Movietone Newa 
Movietone News > 
Movietone News No 


Music Fiend : 
Medicine Man sf haben 

PATH 
What a Day .. 


Spain No. 1—Scénlc Talkalogue. 
FUTTtER 9 
Curiosities 


Length of Synchronous 


Schuberts Inapiration 
Schuberta Songs 


Old Tunes for New awd i 
You and I Were Young Maggie. 


News No. 
Newa No. 


Jailbreakers 
Concentration 
W oodchoppers eC 
Skating Hounds .......cc.008 
UNIVERSAL 
Fishing foola (Cartoon). ......scss 
TIFFANY | 
Melodie vs eee eae 


2s *wee n'y ** 
DISNEY — 
The Opry House (Cartoon) ..../ 
Skeleton Dance (Cartoon) ...4 
Steamboat Willie (Cartoon).....8 
Length of Non-Synchrone 
PARAMO 2 
_ Cartoons E 
Krazy Kat Torrid Toreadors..., 
Koko Knockdown ..........046 
Krazy Kat Bitter Sweeties ... 
Krazy Kat Golf Socks... .: , 
Krazy Kat Signais ....... 
Kraty Kat Focus ........ 


Topics No. 15 ., ‘ 
Review No. 16 4... ...4 6. cucu 
Dogging It Sportlight ........ 
Big Shot (Aesop Fable Cartoon 
we TIFF 
West of the Golden Gat 
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